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SUBJECT: 


FIELD SALES REPRESENTATIVES 
J. J. GILLIS 

RETAIL ACTIVITY INSTRUCTIONS - 6TH SALES CYCLE 
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. 1975 has been an unusual and exciting year. It has seen 
the tobacco industry experience a resurgence of both 

-product and merchandising activity. Brand proliferation, 
dominated by the 120mm cigarette in the beginning of 
1975, has reached the point where presently the industry 
has no less than fifteen brands in test market. Among 
the new brands introduced, Saratoga displays strong 
growth potential with continuous sales and share 
increases. In addition, Benson & Hedges 100's new 
Hard Pack has proven to be a successful extension for 
America's number one 100mm cigarette. 

• Mid-year saw the implementation of our completely 
revised merchandising program. Philip Morris again 
established itself as the innovator in tobacco 
merchandising. The program offered a fresh new approach 
to carton rack merchandising. Coupled with your efforts, 
it has enabled Philip Morris to set new standards for 
the industry. 

This is the final SaJes Cycle of 1975. Again this year, 
we have the opportunity to surpass our previous highs in 
total sales and market share. The application of your 
experience, initiative, and expertise, can insure the 
surpassing of these previous highs. 

I am very confident you can meet the challenge of this 
objective. 
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